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1986/Successful  Meetings 


FOOD  AND  BEVERAGE 

79  Successful  Meetings’  Five-Star 
Wine  Weekend  This  four-day  sem¬ 
inar  is  becoming  a  tradition.  3/85  p. 
15. 

80  Planning  Food  and  Refreshments 
For  Seminars  Use  checklists  and 
tend  :arefully  to  details.  6/85  p.  132. 

81  Planning  Special  Menus  If  you 
haven’t  been  asked  to  provide 
special-diet  menus  for  attendees, 
it’s  only  a  matter  of  time  before  you 
will.  6/85  p.  135. 

82  Nouveau  Hospitality  Suites  It  may 
be  last  call  for  food  and  drink  ex¬ 
travaganzas  that  last  into  the  wee 
hours.  7/85  p.  70. 

83  What’s  On  Today’s  Meeting 
Menu?  Stodgy  standard  banquet 
fare  may  be  on  its  way  out.  9/85  p. 
78. 

84  Accepting  The  Meeting  Meal 
Challenge  For  the  planner,  meals 
'are  a  test  of  creativity.  9/85  p.  84. 

85  The  Art  Of  Food  Presentation  The 
experience  of  eating  begins  with 
sight.  9/85  p.  92. 

86  Yes,  You  Can  Use  Restaurants! 
Don’t  deny  your  group  one  of  the 
biggest  ‘perks’  of  travel.  9/85  p.  96. 

87  'The  A.B.C.’s  Of  Wine  It’s  easy  to 
make  this  civilized  drink  part  of 
your  meeting.  9/85  p.  102. 

88  Vintage  Advice  A  sommelier  dis¬ 
cusses  how  to  choose  and  serve  wine 
for  groups.  9/85  p.  108. 


INCENTIVE  TRAVEL 

89  Entertaining— The  Idea  For  a 
Perfect  Meeting  Combining  an  in¬ 
centive  trip  with  three  days  of  a 
business  seminar  can  work — if  the 
show  is  entertaining.  1/85  p.  43. 

90  Why  Incentive  Travel?  As  incen¬ 
tive  marketing  grows  more  sophisti¬ 
cated,  the  value  of  travel  incentives 
becomes  sharply  defined.  1/85  p.  62. 

91  Setting  Up  Your  Incentive  Con¬ 
test  Asking  yourself  the  right  ques¬ 
tions  can  help  you  lay  a  firm  foun¬ 
dation  for  your  incentive  program. 
1/85  p.  67. 

92  Historical  Incentive  Trips  A  col¬ 
lection  of  destinations  whose  rich 
history  makes  the  past  come  alive 
for  your  incentive  group.  1/85  p.  73. 

93  Are  Car  Rentals  Right  For  Your 
Incentive  Trip?  They  can  add  a 
touch  of  class  and  adventure  to  your 
program.  1/85  p.  87. 

94  Five  Deadly  Sins  In  Incentive 
Travel  Design  The  most  common 
mistakes  in  programs  that  don’t 
motivate.  3/85  p.  91. 

95  Kick-Offs  Make  Your  Contest 
Score  Creative  kick-offs  can  bring 
the  excitement  of  a  Broadway  open¬ 
ing  to  your  incentive  travel  contest. 
4/85  p.  90. 

96  After  The  Kick-Off:  Promote, 
Promote,  Promote  Once  your  kick¬ 
off  is  over,  it’s  not  time  to  relax. 
Keep  your  group  thinking  about 
that  distant  incentive  travel  prize. 
4/85  p.  95. 


97  Great  Cities  Teeming  with  culture 
and  diversity,  the  world’s  greatest 
cities  are  natural  settings  for  first- 
class  incentive  trips.  4/85  p.  101. 

98  Digital  Uses  Travel  To  Motivate 
Instructors  This  recognition  pro¬ 
gram  has  boosted  morale,  pro¬ 
ductivity,  and  the  company’s  bot¬ 
tom  line.  4/85  p.  58. 

99  Airline  Charters:  Costly  But  Con¬ 
venient  Charters  are  alive  and  well 
for  those  incentive  groups  who  are 
willing  to  pay  for  the  convenience. 
5/85  p.  143. 

100  In  Search  Of  The  Perfect  Desti¬ 
nation  Many  factors  must  be  in¬ 
vestigated  before  the  right  site  is 
chosen.  6/85  p.  66. 

101  Expect  The  Unexpected  To  make 
a  trip  run  smoothly,  a  planner  must 
be  a  triple  threat:  advance  planner, 
host,  and  troubleshooter.  6/85  p.  76. 

102  Sensuous  Cities  Some  destinations 
lend  themselves  to  sumptuous,  sen¬ 
suous  experiences.  6/85  p.  90. 

103  Personalizing  Group  Travel 
Group  travel  doesn’t  have  to  be 
rigidly  scheduled.  7/85  p.  68. 

104  Cruise  Ships  Are  Not  All  Alike 
Tips  on  what  to  look  for  when  select¬ 
ing  a  ship  for  your  meeting  or  incen¬ 
tive  program.  9/85  p.  118. 

105  The  Corporate  User — Who,  How 
and  Why  CorpHjrate  buyers  of  incen¬ 
tive  travel  report  on  how  they  per¬ 
form  a  job  that  grows  more  complex 
every  year.  11/^  p.  95. 

106  Travel  Incentive  Users  Buck  The 
Tides  Of  Tradition  Time-honored 
incentive  precepts  are  being  re¬ 
evaluated.  11/85  p.  103. 

107  The  Great  Outdoors  Austral¬ 
ia/New  Zealand,  the  Canadian 
Rockies,  the  Caribbean,  Hawaii, 
Kenya,  and  Switzerland.  11/85  p. 
109. 

108  Sports  Incentives  Can  Lure  Win¬ 
ners  Game  hunting,  deep-sea  fish¬ 
ing,  and  wilderness  trekking  may  be 
just  the  experiences  your  incentive 
winners  yearn  for.  12/85  p.  74. 


INTERNA  TIONAL 
MEETINGS 

109  When  Tourism  And  Politics  Mix, 
Let  The  Buyer  Beware  Reagan’s 
travel  advisory  against  Athens  air¬ 
port  created  a  crisis  for  the  Greek 
tourism  industry.  9/85  p.  35. 

110  Piercing  The  Iron  Curtain  Meet¬ 
ing  planners  discover  Eastern 
Europe.  9/85  p.  38. 

111  Meeting  Overseas  From  the  CLC 
Manual,  tips  on  negotiating,  pro¬ 
gramming,  and  shipping  pro¬ 
cedures.  10/85  p.  120. 

112  The  Spectre  Of  Terrorism  The 
threat  of  terrorism — whether  real  or 
imagined — is  a  growing  concern  for 
the  meetings  industry.  11/85  p.  30. 

113  Meetings  Blossom  In  The  Pacific 
Basin  Recently,  the  Pacific  Basin 
has  emerged  as  an  important  meet¬ 
ing  place  for  Asians  and  Americans 
alike.  11/85  p.  163. 


MEETING 

MANAGEMENT 

114  Resort  Meetings— Making  Play 
Productive  Resort  meetings  are  “a 
little  bit  like  playing  hookey” — but 
this  can  end  up  as  a  boon  for  getting 
business  done.  1/85  p.  33. 

115  Entertaining — The  Idea  For  a 
Perfect  Meeting  Combining  an  in¬ 
centive  trip  with  three  days  of  a 
business  seminar  can  work — if  the 
show  is  entertaining.  1/85  p.  43. 

116  Good  Meetings  and  Bad  Business 
Years:  What’s  A  Planner  To  Do? 
Bring  the  meeting  planner  into  the 
chain  of  command.  1/85  p.  85. 

117  Defining  Corporate  Culture  With 
Meetings  Meetings  transmit  an  or¬ 
ganization’s  subtle  web  of  values. 
3/85  p.  27. 

118  On  Books:  Inside  Meeting  Nego¬ 
tiations  Aspects  of  negotiating  with 
suppliers.  3/85  p.  94. 

119  A  Very  Special  Tactic  An  excerpt 
from  The  Meeting  Planners’  Com¬ 
plete  Guide  to  Negotiating,  by 
Stanley  M.  Wolfson.  3/85  p.  94. 

120  Tips  on  Tipping  Suggestions  on  the 
fine  points  of  gratuities.  3/85  p.  98. 

121  State  Meeting  Objectives  To 
Produce  Results  The  verbs  you  use 
tell  participants  what  the  meeting  is 
designed  to  achieve.  3/85  p.  107. 

122  The  Vietnam  Veterans  Memorial 
A  visit  here  may  give  attendees 
meeting  in  Washington,  D.C.,  a 
feeling  that  cannot  be  found  any¬ 
where  else.  3/85  p.  111. 

123  The  Tax  Proposal:  Washington 
Vs.  The  Meetings  Industry?  Many 
are  up  in  arms  over  the  new 
proposal  for  tax  simplification.  4/85 
p.  25. 

124  The  In’s  And  Out’s  Of  Room  Rate 
Negotiations  The  final  rate  settled 
on  can  be  affected  by  a  number  of 
other  factors.  4/85  p.  51. 

125  If  They  Have  To  Ele  There,  Make 
Them  Want  To  Direct  mail  efforts 
to  stimulate  attendee  interest  in 
compulsory  meetings  are  well  worth 
the  extra  cost.  4/85  p.  53. 

126  How  To  Get  ’Em  Seated  Quickly 
Motivate  attendees  to  move  into 
meeting  rooms  on  time.  4/85  p.  57. 

127  I  Plan  Meetings .  .  .  Am  I A  Meet¬ 
ing  Planner?  The  status  of  a  meet¬ 
ing  planner  differs  from  organiza¬ 
tion  to  organization.  5/85  p.  30. 

128  Exercising  Leadership  In  As¬ 
sociation  Committee  Meetings 
Key  points  to  steer  you  around  the 
booby  traps  in  these  important 
meetings.  5/85  p.  131. 

129  What’s  A  Destination  Manage¬ 
ment  Company  Anyway?  These 
full-service  companies  can  be  part¬ 
ners  in  all  the  logistical  aspects  of 
managing  a  meeting.  5/85  p.  133. 

130  Rx  For  Tired  Sales  Meetings  Look 
for  ways  to  program  what  is  often 
the  same  old  material.  5/58  p.  134. 

131  Tap  Field  Expertise  With  An  In¬ 
formation  Fair  Ways  to  make 
meetings  more  innovative  and  more 
useful  for  participants.  5/85  p.  137. 
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132  A  Blinding  Glimpse  Of  The  Ob¬ 
vious  “Petty  violations”  of  basic 
meeting  planning.  5/85  p.  148. 

133  Meeting  The  Takeover  Threat 
With  corporate  takeovers  on  the 
rise,  meetings  become  a  crucial  me¬ 
dium  for  soothing  fears  and  quelling 
rumors.  6/85  p.  27. 

134  Meetings  Industry  Honors  Its 
Leaders  The  Convention  Liaison 
Council  salutes  11  industry  pion¬ 
eers.  6/85  p.  30. 

135  The  Barter  Renaissance  Almost 
all  of  the  expenses  for  your  next 
meeting  could  be  covered  by  a 
creative  barter  arrangement.  6/85  p. 
55. 

136  Advice  On  Registration  Forms 
Confusing  registration  materials 
discourage  association  members 
from  filling  them  out.  6/85  p.  129. 

137  Who’s  In  Charge  Here?  How  a 
meeting  planner  can  keep  company 
masterminds  from  looking  over 
his/her  shoulder.  6/85  p.  131. 

138  Don’t  Plan  A  Meeting  Without  A 
Resume  This  critical  planning  tool 
is  your  blueprint  to  success.  6/85  p. 
143. 

139  Dress  For  Meeting  Success  Pro¬ 
jecting  the  right  image  through 
one’s  clothing  is  important  for  plan¬ 
ners,  attendees,  and  spieakers.  7/85 
p.  33. 

140  Planning  Meetings  In  The  Infor¬ 
mation  Age  New  technologies  have 
vastly  increased  the  amount  of  in¬ 
formation  a  meeting  planner  is  ex- 
piected  to  process.  7/^  p.  37. 

141  Teleconferencing  Gets  Down  To 
Business  It  may  be  time  to  re¬ 
consider  using  teleconferencing. 
7/85  p.  45. 

142  A  Meeting  By  Any  Other  Name  A 
fantasy  about  meetings  in  the  21st 
century.  7/85  p.  57. 

143  Is  This  A  Meeting  Room  Or  A 
Sardine  Can?  Don’t  underestimate 
the  “comfort  factor”  when  figuring 
meeting  room  capacities.  7/85  p.  61. 

144  Choosing  A  Meeting  Site  Here's  a 
methodical  approach  to  selecting  a 
site  that  suits  your  needs  and 
budget.  7/85  p.  63. 

145  Keep  It  Light  If  You  Want  Results 
A  light  approach  to  meeting  ma¬ 
terial  makes  it  more  watchable, 
more  listenable,  and  more  mem¬ 
orable.  7/85  p.  65. 

146  Piercing  The  Iron  Curtain  Meet¬ 
ing  planners  discover  Eastern 
Europe.  9/85  p.  38. 

147  Getting  Key  Meeting  Info  From 
Your  Organization  Try  using  the 
Who,  When,  Where,  and  Why 
Form,  says  a  frustrated  planner. 
9/85  p.  109. 

148  A  Fashionable  Product  Intro  A 
live  presentation  at  a  sales  meeting 
that  was  also  instructive.  9/85  p. 
111. 

149  Cruise  Ships  Are  Not  All  Alike 
General  tips  on  what  to  look  for 
when  selecting  a  ship  for  your  meet¬ 
ing  or  incentive  program.  9/85  p. 
118. 

150  'The  Right  Tool  For  The  Job  A  PC 
with  meeting  specific  software  can 


provide  a  sense  of  accuracy.  9/85  p. 
119. 

151  Help  The  Hotels  Help  You  Buyers 
and  suppliers  share  their  experience 
and  points  of  view.  10/85  p.  37. 

152  Planners  Face  OH  On  Nego¬ 
tiations  Two  experts  debate  “to 
negotiate  or  not  to  negotiate.”  10/85 
p.  38. 

153  Bring  Animation  To  Your  Sales 
Conference  Put  a  cartoon  character 
on  the  screen  to  those  questions 
your  attendees  don’t  ask.  10/85  p. 
85. 

154  The  Five  Percent  Solution  If 
there’s  one  thing  you  don’t  need 
when  you  run  a  meeting,  it’s  a  sur¬ 
prise.  10/85  p.  87. 

155  Meeting  Overseas  From  the  CLC 
Manual,  tips  on  negotiating,  pro¬ 
gramming,  and  shipping  pro¬ 
cedures.  10/85  p.  120. 

156  The  Spectre  Of  Terrorism  The 
threat  of  terrorism — whether  real  or 
imagined — is  a  growing  concern  for 
the  meetings  industry.  p.  30. 

157  Keeping  The  Bad  Guys  At  Bay 
VIP’s  create  a  prime  security  risk  at 
meetings.  11/85  p.  39. 

158  Eight  Provocations  Thoughts  on 
the  sometimes  maddening  nature  of 
meeting  planning.  11/85  p.  149. 

159  Company  Picnics  In  Vogue  Again 
Be  prepared  to  pack  a  picnic  basket 
for  the  whole  company.  11/85  p.  152. 

160  Reap  Sales  From  Distributor 
Meetings  When  you  meet  with  a 
distributor’s  sales  force,  know  why 
you’re  there.  11/85  p.  154. 

161  Checklist  For  Designing  Event 
Brochures  Put  care  into  promoting 
your  event.  11/85  p.  156. 

162  Successful  Meetings’  Eighth  An¬ 
nual  Convention  Service  Manager 
Award  CSM’s  across  the  country 
are  honored  by  readers.  12/85  p.  17. 

163  The  Planner  As  Entrepreneur: 
Six  Profiles  As  meeting  planning 
becomes  a  professional  specialty, 
many  planners  are  tempted  to  sell 
their  skills  on  the  open  market. 
12/85  p.  23. 

164  Mauri  Predicts  For ’86  Predictable 
events  of  the  new  year.  12/85  p.  69. 

165  What  I  Learned  This  Year  As¬ 
sociation  planners  look  back  at 
1985.  12/85  p.  77. 


NEGOTIATIONS 

166  On  Books:  Inside  Meeting  Nego¬ 
tiations  Aspects  of  negotiating  with 
suppliers.  3/85  p.  94. 

167  A  Very  Special  Tactic  An  excerpt 
from  The  Meeting  Planners’  Com¬ 
plete  Guide  to  Negotiating,  by 
Stanley  M.  Wolfson.  3/85  p.  94. 

168  The  In’s  And  Out’s  Of  Room  Rate 
Negotiations  The  final  rate  settled 
on  can  be  affected  by  a  number  of 
other  factors.  4/85  p.  51. 

169  The  Barter  Renaissance  Almost 
all  of  the  expenses  for  your  next 
meeting  could  be  covered  by  a 
creative  barter  arrangement.  6/85  p. 
55. 

170  Help  The  Hotels  Help  You  Buyers 
and  suppliers  share  their  points  of 


view.  10/85  p.  37. 

171  Planners  Face  Off  On  Nego¬ 
tiations  Two  experts  debate  “to 
negotiate  or  not  to  negotiate.”  10/85 
p.  38. 

172  Getting  A  Fair  Airfare  The  most 
important  point:  Know  the  market. 
10/85  p.  42. 

173  Containing  Costs  On  The  Ground 
Strategies  for  getting  your  dollar’s 
worth.  10/85  p.  51. 

174  You  Too  Can  Negotiate  Even  on  a 
limited  budget,  you  can  negotiate 
favorable  terms  for  your  meeting. 
10/85  p.  118. 

175  Meeting  Overseas  From  the  CLC 
Manual,  tips  on  negotiating,  pro¬ 
gramming,  and  shipping  pro¬ 
cedures.  10/85  p.  120. 


NEW  PRODUCTS 

176  New  Products:  Take  A  Look  At 
Portable  Video  Units.  4/85  p.  55. 
Tools  Of  The  Trade  Helpful  new 
products,  services,  and  publi¬ 
cations: 

177  5/85  p.  147; 

178  7/85  p.  69; 

179  10/85  p.  122; 

180  12/85  p.  78. 


SPEAKERS  AND 
ENTERTAINMENT 

181  The  Theater  Of  Business — The 
Business  Of  Theater  Production 
elements  can  turn  a  meeting  into  a 
celebration.  6/85  p.  34. 

182  The  Music  Of  Youth  Makes  Meet¬ 
ings  Sing  Talented  “kids”  offer 
foot-stomping,  hand-clapping 
music.  6/85  p.  42. 

183  Finding  The  Perfect  Speaker  The 
ideal  speaker  for  your  meeting  is  out 
there  somewhere.  6/85  p.  44. 

184  When  Your  VIP  Takes  The 
Podium  Your  organization’s  own 
executives  have  a  unique  value  to 
your  audience.  6/85  p.  49. 

185  Seven, Steps  To  On-Camera  Con- 
fidencs  Pointers  to  help  reduce  the 
fear  and  anxiety  often  associated 
with  the  video  medium.  6/85  p.  147. 

186  ‘Our  Next  Speaker  Is  A  Real 
Pretty  Gal  .  .  .’  Mangled  speaker 
introductions  are  a  good  way  to 
alienate  an  audience  and  a  speaker. 
9/85  p.  112. 

187  Match  The  Microphone  To  The 
Presentation  A  speaker  reviews  five 
types  of  mikes.  11/85  p.  158. 

188  1985’s  Top  Ten  Worst-Kind-Of- 
Speaker  Awards  What  kind  of 
speaker  has  riled  you  the  most? 
Chances  are  your  nomination  is  on 
this  list  of  1985’s  worst.  12/85  p.  67. 


SPORTS  AND 

RECREATION 

189  The  Importance  Of  Play  At  Meet¬ 
ings  The  play  time  your  attendees 
share  will  affect  your  meeting  or  in¬ 
centive  program.  1/85  p.  19. 

190  Taking  Play  Seriously  Teaching 
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adults  how  to  play  again  is  a  tech¬ 
nique  for  helping  groups  become 
more  creative.  1/85  p.  23. 

191  Resort  Meetings — Making  Play 
Productive  Resort  meetings  are  “a 
little  bit  like  playing  hookey” — but 
this  can  end  up  as  a  boon.  1/85  p. 
33. 

192  Swinging  With  The  Pros  Com¬ 
panies  are  setting  up  tournaments 
or  clinics  with  top  pros.  5/85  p.  38. 

193  Fashion  Through  The  Ages 
Changing  fashions  have  reflected 
changes  in  the  lives  of  the  players. 
5/85  p.  42. 

194  The  Art  of  Planning  Tournaments 
For  attendees,  tournaments  are  fun. 
For  planners,  they’re  work.  5/85  p. 
47. 

195  Etiquette — The  Key  To  Civilized 
Tournaments  It’s  not  always  how 
well  you  play,  but  how  you  behave 
that  counts.  5/85  p.  53. 

196  The  Prize  Is  Right  Tournament 
awards  don’t  have  to  be  traditional. 
5/85  p.  69. 

197  The  Architect  Behind  The  Golf 

Bunkers  Architects  and  their 

course  designs  have  made  golf  what 
it  is  today.  5/85  p.  76. 

198  Holding  Court  As  tennis  has 

changed,  so  have  courts.  5/85  p.  83. 

199  From  Rome  To  Yonkers  Sneaking 
in  18  holes  was  not  always  con¬ 
sidered  respectable.  5/85  p.  88. 

200  Are  Wagers  Ever  Friendly?  Do 

side  bets  make  a  game  more 

interesting  or  more  painful?  5/85  p. 
91. 

201  Top  U.S.  Hits  The  top  resorts 
ranked  by  Tennis  and  Golf  Digest 
magazines.  5/85  p.  95. 

202  The  Fad  Still  Hasn’t  Faded  The 
health-and-fitness  trend  is  here  to 
stay,  and  planners  are  changing 
meetings  because  of  it.  10/85  p.  58. 

203  Fitness  Centers  Work  Out  How  to 
get  the  most  for  your  group  out  of 
fitness  facilities.  10/85  p.  63. 

204  Making  Meetings  Sweat  An  expert 
tells  how  exercise  programs  have 
gone  beyond  aerobics.  10/85  p.  75. 

205  Fitness  For  All  Ages  Organized  ex¬ 
ercise  can  benefit  all  attendees,  no 
matter  how  old  they  are.  10/85  p.  81. 

206  The  Gaming  Environment:  Dis¬ 
traction  or  Stimulation?  The 
psychological  climate  can  affect  at¬ 
tendees.  11/85  p.  68. 

207  Watch  Where  The  Next  Casino 
Cities  Will  Grow  After  watching 
Atlantic  City  turn  its  fortunes 
around,  other  resort  areas  are 
hungering  for  a  piece  of  the  pie. 
11/85  p.  75. 

208  Gaming  With  A  Continental  Flair 
The  European  games  are  different 
but  easily  learned.  11/85  p.  87. 

209  Meetings  Take  To  The  Slopes 
Changes  within  the  ski  industry 
have  made  the  sport  more  accessible 
and  its  resorts  more  amenable  to 
meetings  groups.  12/85  p.  55. 

210  Sports  Incentives  Can  Lure  Win¬ 
ners  Game  hunting,  deep-sea  fish¬ 
ing,  and  wilderness  trekking  may  be 
just  the  experiences  your  incentive 
winners  yearn  for.  12/85  p.  74. 


TRAINING 

211  14  Reasons  For  Using  Sub- 
Groups.  3/85  p.  92. 

212  Digital  Uses  Travel  To  Motivate 
Instructors  This  recognition  pro¬ 
gram  has  boosted  morale,  pro¬ 
ductivity,  and  the  company’s  bot¬ 
tom  line.  4/85  p.  58. 

213  Training  For  Tomorrow’s 
Challenges  The  secret  of  a  success¬ 
ful  future  is  how  we  train  human 
resources.  5/85  p.  101. 

214  Technology  For  The  Learning  En¬ 
vironment  Trainers  tap  the  full 
audiovisual  capabilities  of  con¬ 
ference  centers.  5/85  p.  105. 

215  ‘High-Touch’  Training  Environ¬ 
ments  Technical  demands  are  bal¬ 
anced  by  human  comforts.  5/85  p. 
114. 

216  A  View  From  The  Learner’s  Seat 
Absorbing  information  can  be  an  ex¬ 
hausting  experience.  5/85  p.  121. 

217  Trainers  Must  Recognize  The 
Sexual  Difference  Men  and  women 
bring  different  attributes  to  the 
sales  situation.  11/85  p.  150. 

218  Weigh  What  You  Need  For  Sales 
Training  Twenty  tough  questions 
to  ask  yourself  before  buying  a  sales 
training  program.  12/85  p.  70. 


TRANSPORTATION 

219  Are  Car  Rentals  Right  For  Your 
Incentive  Trip?  They  can  add  a 
touch  of  class  and  adventure  to  your 
program.  1/85  p.  87. 

220  Air  Travel:  Getting  The  Most  For 
Your  Money  Although  deregulation 
has  made  arranging  group-travel 
packages  more  complicated,  it  can 
benefit  meeting  planners.  3/85  p.  75. 

221  Luxury  Transportation  Here  are 
some  modes  of  travel  that  are  first- 
class  and  beyond.  3/85  p.  83. 

222  Shipping:  By  Land  Or  By  Sea? 
How  to  decide  which  mode  of  trans¬ 
portation  to  use  when  shipping  sup¬ 
plies  and  materials.  3/85  p.  110. 

223  Air  Transportation  Checklist. 
4/85  p.  54. 

224  Airline  Charters:  Costly  But  Con¬ 
venient  Charters  are  alive  and  well 
for  those  incentive  groups  who  are 
willing  to  pay  for  the  convenience. 
5/85  p.  143. 

225  Personalizing  Group  Travel 
Group  travel  doesn’t  have  to  be 
rigidly  scheduled.  7/85  p.  68. 

226  When  Tourism  And  Politics  Mix, 
Let  The  Buyer  Beware  Reagan’s 
travel  advisory  against  Athens  air¬ 
port  created  a  crisis  for  the  Greek 
tourism  industry.  9/85  p.  35. 

227  Cruise  Ships  Are  Not  All  Alike 
Tips  on  what  to  look  for  when  select¬ 
ing  a  ship  for  your  meeting  or  incen¬ 
tive  program.  9/85  p.  118. 

228  Getting  A  Fair  Airfare  The  most 
important  p)oint:  Know  the  market. 
10/85  p.  42. 

229  Containing  Costs  On  The  Ground 
Here  are  some  strategies  for  getting 
your  dollar’s  worth.  10/85  p.  51. 

230  Safety  In  The  Air  Statistics  under¬ 


score  the  safety  of  air  travel,  but 
headlines  provide  frightening 
counterpoint  to  the  facts.  11/85  p. 
34. 
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